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“The new rules for branding in the 21st century come down to 
one word: authenticity. Re Perez’s book provides a beautiful 
blend of the art and science of branding, whether you’re a 
global enterprise or an emerging entrepreneur who’s disrupt-
ing the status quo.”

—Ya n i k  S i lv e r ,  au t hor ,  E volv E d  E n tE r p r is E 
a n d  f ou n de r ,  M av e r ic k 1 0 0 0

“From my experience working with eight-figure companies—the 
ones that grow every year—it has everything to do with their 
brand. Re Perez has helped many of my friends build power-
house brands. I strongly recommend you figuratively, ‘come out 
of the closet’ and devour this book right away.”

— M ic h a e l  lov i t c h ,  c o - f ou n de r ,  t h e 
Ba BY  Bat h wat e r  i n S t i t u t e

“This book, like its author, is unique and full of amazing insights. 
Re Perez provides small business owners and marketing teams 
with actionable branding insights and a proven methodology 
to transform your brand and dominate the market.”

— da n i e l  M a rc o S ,  c e o,  G row t h  i n S t i t u t e

Advance Praise



“When it comes to branding and authenticity, there’s no one 
I know who exudes more brilliance in both than Re Perez. He 
has a unique ability to blend his strategic and creative thinking 
with his heart and soul.”

— rYa n  de i S S ,  c o - f ou n de r  of  diG i ta l  M a r k e t e r

“There is the mind of your business and then there’s the heart 
and soul. Re Perez is one of the smartest minds in branding, 
helping entrepreneurs get connected to the heart and soul. This 
book is his gift to all of us!”

— n ic hol a S  k u S M ic h ,  wor l d’S  t op 
fac e B o ok  a d S  S t r at e G i S t

“If you want to uncover the coolest, most innovative, and utmost 
authentic version of your brand, this book will show you the 
way. You won’t want to put it down because you’ll fall in love 
with who you’ll discover your brand to be.”

— S uz a n n e  e va n S ,  nE w  Y or k  ti m E s 
Be S t S e l l e r ,  i nc .  5 0 0  honor  rol l

“This book, like its author, challenges you to think in a different 
mindset than you are used to and comfortable with…it’s a big 
stretch, however it’s one that you will not regret. Embrace this 
book and implement the ideas contained within…you will never 
look back!!!”

— howa r d  o’ M e a r a ,  c h a i r M a n  of 
c h a nG i nG  h a Bi t S  (au S t r a l i a)



“Re Perez cuts through all the jargon and hype to deliver a com-
pelling and authentic brand experience that delivers increased 
revenue, regardless of the size of your business. Whether you 
read this book or see Re in person, your life will be changed for 
the better.”

— nat h a n  Ba i l e Y,  M a naG i nG  di r e c t or 
of  c h a nG i nG  h a Bi t S  (au S t r a l i a)

“We hired two other branding companies before meeting Re 
Perez. His approach was easier to understand. He had a better 
process and worked with the entire team to come up with a 
brand that got everyone excited. He will satisfy you and your 
team completely.”

— c r a iG  h a n dl e Y,  c e o  of  l i S t e n t ru S t  a n d 
Be S t - S e l l i nG  au t hor  of  H i r E d  to  Q uit

“Working with Re Perez on my branding was arguably one of 
the most important things I did for my business. He set us on 
a path forward, clarified things for my team, and unified our 
message at every point—from who we talk to, how we talk to 
them, and what we stand for.”

— r aj  ja na ,  c e o  a n d  f ou n de r  of 
java pr e S S e  a n d  S taY  G rou n de d

“Re Perez is one of the smartest big-thinkers I know in the brand-
ing space. In working with him and following his process, my 
brand grew up and futurized. He put real meaning, direction, 



and structure around my brand. I even up-leveled as a human 
being.”

— S h a n da  S u M p t e r ,  c e o  a n d  f ou n de r 
of  h e a rt c or e  Bu S i n e S S

“This book does for your business what full self-expression does 
for the soul. Re Perez shares the secrets behind discovering the 
soul of your business through discovering the soul of your 
authentic self. This book will show you step-by-step how to dig 
deep, innovate, and create an authentic brand people love.”

— M a lor i e  ta di M i ,  e n t r e pr e n e u r  a n d 
f ou n de r  of  M a lor i e .c oM

“I connect with the most successful individuals in digital mar-
keting every single month. So when great talent comes around, 
it’s easy to spot. Re Perez has that level of talent. This book will 
challenge how you think about branding. Read it before your 
competitors do.”

— dav i d  G onz a l e z ,  f ou n de r  of 
i n t e r n e t  M a r k e t i nG  pa rt Y

“Re Perez is masterful at his craft. His process is genius. His 
innate abilities are rare and can’t be taught. If the term unicorn 
is used to describe a true master whose talent is one in a million, 
Re is a unicorn’s unicorn. He is truly one of the most remarkable 
beings walking on the planet.”

— da n  h Y M a n,  l iG h t wor k e r  a n d 
f ou n de r  of  i n f i n i t e  Be G i n n i nG S



“Working with Re Perez has been one of the best business invest-
ments I have ever made. I went from blending in with everyone 
else to instantly being positioned as the sought-after thought 
leader within my industry. If you want to crush the competition, 
then hire Re.”

— n ic k  u n Swort h ,  c e o  a n d  f ou n de r  of  l i f e  on  f i r e

“Re Perez is a true professional with an extraordinary vision 
to differentiate your company and take your business to an 
entirely new level. If you’re looking to set yourself apart from 
the pack, then I recommend Re.”

— M a r i a  a n dro S - Buc k l e Y,  Bu S i n e S S 
a n d  M a r k e t i nG  S t r at e G i S t

“Re Perez is the real deal when it comes to authentic branding. 
After branding our company with Re, we were able to grow our 
events by 300%, charge four times more for our programs, and 
make it easier to scale our business.”

— Br e n t  w e av e r ,  c e o  a n d  f ou n de r  of  uGu ru S

“Working with Re Perez enabled us to reposition our company 
into exactly where we wanted to go by adding several layers to 
our business.”

—a f r i n  k h a n,  c e o  a n d  f ou n de r  of  r e d  e l e ph a n t,  i nc .

“Rebranding can be a pain in the ass process for a company. Our 
new brand opened up more markets for us to sell into and really 
gave us a bigger company image to fulfill our vision for growth. 
Re Perez wowed my team with his proven branding process.”

— t on Y  r ic c i a r di ,  c o - f ou n de r  of  l i S t e n t ru S t



“In a noisy world, there are all kinds of manipulative techniques 
used to get more likes and followers. Re Perez’s book is a gift for 
people to see themselves more clearly and embrace their unique-
ness, rather than trying to change to match the masses.”

— c h r i S t i n e  k a n e ,  c e o  a n d  f ou n de r  of  u pl e v e l  You

“Working with Re Perez has made a huge impact on us per-
sonally and professionally. I have never experienced such an 
in-depth branding process. There is no comparison in the 
industry.”

— de Br a  Be r n d t - M a l d ona d o,  c o - f ou n de r  of 
t h e  c e n t e r  of  j u nG i a n  p o S i t i v e  p SYc holo GY

“Re Perez helped me create a company that couldn’t be more 
me. Sales has become so easy because my brand is beautiful 
and compelling, and my ideal clients really know when I’m 
talking to them now.”

— j u l i e  S e ro t,  t h e  dh a r M a  c i rc l e
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Introduction
T H E  G R E Y  C E I L I N G

“You know, Re, you just don’t have enough gray hair.”

I was in my early thirties sitting across from the global 
Human Resources Director at one of the top global brand-
ing firms where I had worked for over three years. I had just 
asked about a promotion.

I couldn’t believe the words that were coming out of her 
mouth. She continued on to say that even though I was 
clearly committed, driven, and good at my job, I didn’t 
look old enough. I needed to look a certain age and have a 
particular stature in order to be seen as credible in the eyes 
of the C-Suite and Fortune 500 executive clients. Ironically, 
several of my colleagues were chronologically younger than 
me, but because they looked older, they had already joined 
the ranks above me.
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I was devastated.

But, in that moment, I learned that perception is everything! 
No matter how solid one’s qualifications or credentials, peo-
ple’s perception matters more.

For context, I was thrilled to be working in the branding 
industry. And, in particular, this consulting firm, which 
housed some of the smartest and brightest Brand Strat-
egists and creative professionals in the world. Admittedly 
though, I also found the work culture toxic and ego-centric. 
It was about getting ahead, even at the cost of someone 
else’s career. My colleagues focused on winning the “poli-
tics” game, not being the most creative or smartest. It was 
about thriving in a “sink or swim” world (and there were 
quite a few sharks in the water), rather than in a collabora-
tive, supportive culture.

I was at a crossroads in my career. I wouldn’t be able to 
advance (at least at this company), but I didn’t want to 
abandon the foundation I’d created. I loved every minute 
of branding. And, I felt I was naturally good at it.

But, as things go, several months later, I got pulled into 
a meeting. You know, the kind of meeting where they sit 
you down, close the doors, and tell you (in an emotionless 
manner) that you’re being laid off from your position due 
to “corporate restructuring.”
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Essentially, I was fired.

It was the final piece of evidence that confirmed I was 
doomed to sink at this company, no matter how well I swam. 
I knew deep in my soul I had a lot more to contribute to a 
company like this, but I didn’t want to play the victim. I 
decided to move on. In the years following my departure, I 
landed positions at smaller branding agencies and consult-
ing firms—in roles that would seem like “promotions” or 

“career advancement.” I was offered more money and even 
assigned high-ranking titles. The only problem: I wasn’t 
fully challenged at these companies or in these positions. 
Something was still missing.

FROM HEARTBREAK TO BREAKTHROUGH

I was starting to discover that more money and a fancy title 
were not truly fulfilling. I began a quest to find other ways 
to feel fulfilled. I considered leaving New York City to live 
in another country. Maybe that would be my next move? 
I even thought that finding love and being in a romantic 
relationship would fill the void I was experiencing.

As it were, both opportunities showed up—simultaneously!

A friend recommended I explore online dating but instead 
of limiting prospects to New York City, leave the geographic 
filters to include the rest of the world. After a couple of inter-
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actions, I connected with one man over the phone because 
he lived in South Dakota. In one conversation, we instanta-
neously fell in love. This attraction was beyond what I had 
ever experienced before. So, I started to organize my life 
around starting a life with this man.

Shortly thereafter, one of the top international branding 
firms asked if I would consider working in Dubai, U.A.E.

My first thought was: “relationship or career?” But, I kept 
considering the question until I had coached myself to think 

“relationship and career.”

After long-distance dating for only five months, we decided 
to take the risk and move to Dubai together. We packed up 
our things, said our goodbyes to our families, and settled 
into our apartment in Dubai Media City. As luck would have 
it, the romantic story didn’t go as planned. After only one 
week in Dubai, my partner became cold and distant. He 
found out that his father was diagnosed with stage four liver 
cancer. The romantic journey we were on suddenly ended. 
We broke up that week.

Understandably, he needed to go back to the States and 
be with his dad. I knew it was the right thing for him to 
do, but still, I was despondent. For some reason, this break 
up shook me to my core. It took me on a downward spiral 
of depression and self-doubt. Here I was living in a new 
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country with no family or support structure—just my new 
work colleagues. I felt suffocated, lost, and heartbroken. I 
started to question everything: What am I doing out here? 
What am I really doing with my life? Why do I continue to 
find myself in a position of unfulfillment and sorrow both 
in my personal life and professional career?

It was time to make a change. It was time for a transforma-
tion. I decided to leave my new job, return to New York City, 
and take time to heal my broken heart and figure out life. 
In the subsequent six months, I went on an inward journey 
to find a deeper purpose in my life, which involved many 
hours of reading, journaling, yoga, and meditation every 
day. I even went on a retreat in Sedona, Arizona, which is 
where I got in touch with spirituality.

Finally, in early December 2010, I had a breakthrough. I 
got clear on what was next for me: I would create my own 
branding firm. And, I wanted to help smaller companies 
that were making a difference and positively impacting 
people’s lives.

This led me to entrepreneurship. In January 2011, I launched 
Branding For The People.

FROM EMPLOYEE TO ENTREPRENEUR

I didn’t exactly know how to run a business, but I was deter-
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mined not to be another cog-in-the-wheel employee again. 
In creating a separation from the Fortune 500 environment, 
I quickly found myself surrounded by entrepreneurs and 
small business owners. I started to observe their way of 
thinking and approach to building businesses—as well as 
their branding.

I remember thinking that their entire approach to branding 
couldn’t have been more different to that of the Fortune 
500 companies I was accustomed to. I couldn’t help but 
negatively critique their lack of a clear message, poorly 
designed logos, confusing marketing copy, non-functional 
websites, and even their ink-jet-printed business cards.

I felt compelled to tell them candidly and unabashedly 
to STOP doing what they’re doing because it was just so 
bad. I offered suggestions on how they could make their 
branding better, clearer, and more professional. While 
you’d think most people would get easily hurt or offended, 
I got a different response. My new entrepreneurial friends 
were appreciative. It was the first time someone was direct 
and brutally honest with them, while at the same time able 
to provide valuable tips and constructive ideas on how to 
improve.

My biggest takeaway: Entrepreneurs and small businesses 
“don’t know what they didn’t know” when it comes to 
branding. They either didn’t know “branding” even existed, 
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or they thought branding was synonymous with marketing 
or logo design. They couldn’t grasp that branding is both 
an art (design, colors, graphics, imagery, fonts) and science 
(psychology, sociology, cognitive linguistics). Everything 
about branding that came so natural to me was completely 
revolutionary to them. They were astounded by the depth 
of my training and knowledge in the field. Their acknowl-
edgment of my expertise wasn’t what amazed me. Rather, 
it was the look in their eyes and their physiology shift when 
they began to see the world differently. It was as if I had 
given them their first pair of prescription glasses, and they 
could see clear shapes at a great distance. They began to 
understand the art and science behind the process. Brand-
ing became a “want” they hadn’t even known they wanted. 
Inevitably, they would ask if they could hire me to build 
their brand.

When I received my first check from a client, I quietly cel-
ebrated and told myself: “I’m now in business.” Because 
I now had “proof of concept” that small businesses could 
benefit from my Fortune 500 background and experience.

MY RELATIONSHIP WITH PERCEPTION

I often get asked the question: “Why are you so passionate 
about branding?” Most people assumed it was because 
branding is considered “cool,” “creative,” and “fun.” While 
all that’s true and certainly makes the profession exciting 
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and enjoyable, the answer lies within my deeper relation-
ship with the power of “perception”—because branding is 
all about creating perception. Whether we’re aware of it 
or not, people form perceptions about us all the time, and 
to some degree, we all care about how others perceive us.

Like many kids in their formative years of high school, I 
cared about my classmates’ perceptions of me. I wanted 
to fit in. I wanted to be accepted. At the same time, I didn’t 
want to fit in at the expense of being true to myself. But the 
pressure of wanting to fit in during high school was com-
pounded for me by three layers:

I attended an all-boys Catholic Jesuit high school on finan-
cial aid.

I was the son of divorced parents, raised by a single mom.

And, deep down, I knew that I was gay.

My mother was always concerned with my brother’s and 
my education. She wanted the best for us. She pushed for 
us to get into a private Jesuit high school, even though we 
couldn’t afford it. My mom was the sole breadwinner, as 
my parents divorced when I was fourteen (but later remar-
ried when I was twenty-one). Thankfully, the school had a 
motto that no child with academic qualifications would be 
turned down because of finances. Because my brother and 
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I had the grades and smarts to attend, we were accepted 
under the condition that we complete several hours of com-
munity service a week—something most of our friends, who 
came from rich families, would never have to experience. 
Already, we came into a culture in which we didn’t seem 
to fit. At least, economically.

Then, of course, you layer on the fact that we came from 
what was arguably seen as a “broken” family. All of our 
friends seemed to have the “perfect” moms and dads. They 
drove around in their Range Rovers, Corvettes, or Ferraris. 
They wore the nicest clothes and signature brands of the 
time (e.g., Polo/Ralph Lauren, Dockers, and Sperry). And, 
when they weren’t studying or playing after-school sports, 
they frequently hosted swanky dance parties in their 
homes. We couldn’t afford nice clothes. We couldn’t have 
our friends over for parties in our tiny two-bedroom apart-
ment. These were all luxuries that my brother and I couldn’t 
participate in. In addition to our obligatory community ser-
vice, we worked part time (to help our mom pay the bills). 
Consequently, it was time-prohibitive for us to participate 
in sports or other extracurricular activities. Finally, for me, 
in particular, I knew that I was different. I was attracted to 
my classmates. Deep down inside, I knew that I was gay.

My high school years were during the late 80s and being gay 
was dramatically different than it is today. The “gay” word 
had an even greater stigma attached to it. If you were asso-
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ciated with the word “gay,” it often followed other words 
such as fairy, queer, effeminate, or fag. And, people who 
were openly gay were made fun of and stereotyped as musi-
cians, interior designers, or hairstylists. Even the idea of 

“gays in the military” in the late 80s was an emerging topic. 
And, the military’s “don’t ask, don’t tell” policy reinforced 
a narrative that kept me deep in the closet. As Catholic 
schools were notorious for instilling the fear of judgment, 
I had no plans of coming out as “gay” in high school.

Socially, I struggled to find which group I belonged to. On 
the one hand, I could hang with the “cool and popular” rich 
kids one day, while the next strike up a conversation with 
the kids we labeled “nerds and geeks.” And, while I didn’t 
fully connect with the other kids who were also on financial 
aid, I never made fun of them because I was in the same 
situation. While my friends talked about meeting girls and 
playing sports after school, I would just smile, but never 
partake in the conversation because I wasn’t interested in 
either topic. In retrospect, I was never really part of one 
specific social group because I didn’t seem to fit into any 
of them completely. It was as if I maintained the middle 
ground in high school. I fit in with everyone, and simulta-
neously, with no one. On the inside, I felt disconnected. I 
was hungry to find where I belonged and the group in which 
I could feel safe and comfortable just being myself.

Since this was the story running in the background, it 
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shouldn’t be a surprise that for most of my high school 
years I felt ashamed, embarrassed, lost, confused, and 
afraid…to be authentically me.

COMING OUT OF THE CLOSET

You may have noticed that the title of this book is bold. The 
word “gay” is loaded and controversial. While some people 
have neutral feelings toward the word, others may have 
negative associations and feel discrimination related to 
it. Still others might feel proud and excited because the 
word represents their community or a part of their personal 
identity.

While this book is titled Your Brand Should Be Gay (Even If 
You’re Not), I want to be clear that this book is NOT about 
being “gay.” In fact, you can be the most heterosexual, 
straitlaced, conservative person and you can still benefit 
from this book—just as long as you’re interested in learning 
how branding can help you grow or expand your business.

So, as I’ve clearly mentioned: I am a gay man.

And I chose this title for two reasons.

First, it’s my way of not hiding but overtly coming out of 
the closet. Regardless of what people may think about me, 
I’m still clear and confident about who I am. Through my 
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own personal journey as a gay man, through the process 
of discovering who I truly was, I learned to accept who I 
am, make peace with it, and ultimately own it. If the word 

“gay” stops some people from reading this book, then it’s 
their loss (not mine). Because this book contains years of 
branding insights that could alter the trajectory of their 
business.

Second, the title is a subtle way of demonstrating the power 
of a brand when it is not afraid to be fully expressed and 
authentic. Authentic branding stands out and captures our 
attention. Authentic branding elicits an emotional response 
from the market. Authentic branding compels us to take 
action (or not).

This book is not just another branding or marketing book.

This book is about Brand Authenticity.

Authenticity is about being real and genuine. It’s about 
being yourself, owning it, and knowing that some people 
might reject you while others will embrace you. When it 
comes to building a business, an authentic brand is a dec-
laration of who you are and who you’re not. An authentic 
brand aligns your values, belief systems, and point of 
view with your products and services. When your brand 
is authentic, the people who connect with you—and buy 
from you—do so for the right reasons. More importantly, 
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it’s about the peace and comfort of knowing that it’s OK. 
There’s one thing I know for sure: when you’re an authentic 
brand, you will be more successful, more profitable, and 
yes, more fulfilled.

HOW TO READ THIS BOOK

I’ll warn you, as you read the teachings in this book, you’ll 
never look at brands and branding the same way ever again. 
Read this book with an open mind and a hunger to learn 
something new. You will be challenged to dig deeper into 
your brand than ever before. You will be encouraged to be 
more creative and innovative. You’ll appreciate both the 
art and science of branding.

Since the branding challenges you’re facing as an entrepre-
neur or small-to-midsize business are different than those 
of the big firms, such as Starbucks, Nike, Apple, or Tiffany, 
I’ve included many stories—incorporating those from my 
own personal journey, and those of my clients to teach big 
concepts into practical application.

That said, I want you to learn how to think about branding 
(not just for your business as it stands today, but through-
out its lifetime). I want you to be inspired by ideas within 
and outside your industry. You’ll learn how to apply a 
methodology and process to take your business through 
a comprehensive and holistic approach to building an 
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authentic brand. Ultimately, you’ll embrace branding as a 
strategic lifestyle, and not as a fly-by-night tactic.

I want you to take full advantage of all the benefits of brand-
ing as a foundation for your business, because I believe 
branding has the power to change your business. And, 
branding has the power to change the world. Including 
yours.



S E C T I O N  O N E

The 
Foundation
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C H A P T E R  O N E

The Truth about 
Branding

THE EIGHTEEN-KARAT-GOLD EARRINGS

A professor at the Kellogg School of Management asked 
a group of students how much they would pay for a pair 
of eighteen-karat-gold earrings. The students’ average 
answer was $550. He asked a second group the same ques-
tion except he qualified that the earrings were from Tiffany. 
The students’ average answer increased by 60 percent to an 
astounding $873. He asked a third group of students how 
much they would pay for the same pair of earrings except 
this time he told them that the earrings were from Walmart. 
Surprisingly, the students’ average answer decreased by 85 
percent to a mere $81.1

1 Tim Calkins and Alice Tybout, Kellogg on Branding: The Marketing Faculty of Kellogg School of 

Management (New Jersey: John Wyley & Sons, 2005), 10.
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What can you learn from this? Three things.

First, branding directly correlates to the price people are 
willing to pay for your product or service. Someone will 
spend according to their perception of the value of your 
products or services.

Second, while Tiffany and Walmart both have big busi-
nesses, their brands appeal to different target audiences. 
So, it’s not that a bigger business commands a higher price. 
In fact, Tiffany appeals to a high-end target market. If they 
were to charge the same price as Walmart, their consumer 
would probably not find value in their brand and ulti-
mately not purchase their products. Conversely, if Walmart 
charged the same price as Tiffany, they would have a chal-
lenging time moving products—if they were able to sell any 
products at all.

So, what do you think Tiffany’s brand is ultimately appeal-
ing to?

Tiffany is selling an identity and status. Whereas, Walmart’s 
brand appeals to price-point (i.e., the cheapest option). 
Their “Always Low Prices” slogan has reinforced this mes-
sage for nineteen years.

Thirdly, it’s important to understand the distinction 
between business and brand—and how the two should be 
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inextricably linked. Simply put, your business refers to what 
you “make, do, or sell.” That said, this next statement may 
be a difficult one for some of you to digest. No one cares 
about your business. They don’t care about your offerings, 
whether it’s a product, program, or service. It still surprises 
me that many entrepreneurs and business owners still lead 
by talking about the amazing features of their company 
and its offerings.

What do your target audiences care about?

They care about the perception of the value your business 
and offerings bring to them. Your brand is merely a transla-
tion of your business into an emotional connection between 
you and your target audiences. When you invest in building 
a brand the right way, you’re bound to achieve business 
results more effectively and much faster than without a 
brand. You increase the likelihood of success in the pro-
cess of launching, growing, and scaling your businesses. 
It’s for these reasons that successful business owners and 
marketing teams invest in branding.

So, what exactly is a brand? Before we go any further, I need 
to clear up some potential confusion here at the beginning. 
Your brand is NOT:

• Marketing
• Advertising
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• Public Relations
• Direct Response
• Social Media
• A Logo
• A Tagline/Slogan
• Your Colors
• Your Photographs
• Your Typography/Fonts
• Your Company or Product name
• Your Message
• And, last but not least, YOU

All of these are important and useful tools, tactics, and 
expressions to building a brand, but they are not your brand.

There are countless definitions of the word “brand” from 
many thought leaders that all have merit.

Seth Godin defines a brand as “the set of expectations, 
memories, stories, and relationships that, taken together, 
account for a consumer’s decision to choose one product or 
service over another. If the consumer (whether it’s a busi-
ness, a buyer, a voter, or a donor) doesn’t pay a premium, 
make a selection, or spread the word, then no brand value 
exists for that consumer.”2

2 Seth Godin’s Blog: https://seths.blog/2009/12/define-brand/.
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Jeff Preston Bezos, founder of Amazon.com and one of the 
most quoted entrepreneurs in the world, defines a brand 
as “what other people say about you when you’re not in 
the room.”3

While there is no right or wrong definition of brand, I invite 
you to consider the definition that I’ve used in my career 
and that I learned from my first branding mentor, a pioneer 
and veteran in the Corporate Branding industry.

Brand is a desired perception.

If that’s the case, then you don’t own your brand. It resides 
in the minds of the people that you’re communicating with. 
Therefore, branding is the process of creating, shaping, and 
influencing that desired perception in the marketplace.

It’s that simple.

Many service providers in the branding industry do a superb 
job of over-complicating branding, using confusing indus-
try jargon, or preaching about the importance and value of 
branding. But very rarely can they give you a simple defi-
nition of the word “brand.” If someone can’t define their 
terms, particularly the very industry that they’re in, I’d 
think twice before working with them.

3 Inc.com: https://www.inc.com/bill-murphy-jr/17-jeff-bezos-quotes-that-suddenly-take-on-a-

whole-new-meaning-after-2-stunning-decisions.html.
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Let’s explore a few examples to clarify the difference 
between business and brand:

Business Brand

Harley Davidson Motorcycle Manufacturer Delivering freedom 
on the open road 
and comradeship of 
a kindred spirit.

Nike Footwear, Apparel, 
Equipment, Accessories

Bringing inspiration and 
innovation to every athlete.

Starbucks Coffeehouse Chain Inspiring and nurturing 
the human spirit—one 
person, one cup, and one 
neighborhood at a time.

Amazon Technology company: 
e-commerce, cloud 
computing, digital 
streaming, artificial 
intelligence

Delivering the broadest 
selection of products and 
services at the lowest 
prices with minimal hassle.

BMW Automobile and 
Motorcycle Manufacturer

The Ultimate Driving 
Machine

WHERE DOES BRANDING EXIST?

Let’s try an exercise together.

Sit comfortably in a chair and put your dominant leg out 
in front of you. Take your dominant foot and rotate it in a 
clockwise direction. Continue circling your foot in a clock-
wise direction and with the pointer finger of your dominant 
hand, draw the number six in the air in front of you. As 
you draw the six, notice what happens to your foot. Has 
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it moved a little bit counterclockwise? Did you make this 
move consciously?

Here’s the science behind the phenomenon. You con-
sciously turned your foot in a clockwise direction. Then 
when you drew the number six, you took the ability to do so 
from your subconscious. As you drew the six in midair, the 
subconscious took over the conscious. Consequently, your 
foot turned in the same direction that your finger moved 
when you drew the number. You have just witnessed the 
power of the subconscious.

What does the subconscious have to do with branding? 
Everything!

The formidable subconscious easily influences our con-
scious mind, and we don’t even realize it. The most 
powerful way to build a brand is not in consumers’ con-
scious minds but in their subconscious minds. Successful 
brands tap into the subconscious mind because, according 
to Harvard Business Review, 95 percent of all purchasing 
decisions are made in the subconscious.4

If you’re trying to determine why people aren’t buying 
from you, or you’re working on how to influence the way 
people purchase from you, you need to stop focusing on 

4 https://www.inc.com/logan-chierotti/harvard-professor-says-95-of-purchasing-decisions-are-

subconscious.html.
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their conscious activities and instead focus on the subcon-
scious. Branding is the most powerful way to tap into their 
subconscious. While there are people who might do this 
unethically, I insist on approaching branding ethically and 
with integrity.

People who interact with your brand will decide in fifteen 
seconds whether or not they will buy from you. You have 
fifteen seconds or less to create an impression or perception. 
Their perception of your brand directly affects whether they 
will recommend you, follow you, listen to you, subscribe to 
your service, or complete whatever behavioral action you 
want them to take. Branding is about maximizing these fif-
teen seconds by tapping into the subconscious mind using 
the different visual, verbal, and behavioral cues to influence 
their perception.

As I’ve said, brand is a desired perception. I believe that 
in order to create this desired perception in the minds of 
others, you first need to have this same perception within 
your company and within yourself. While people come to us 
for a new brand, website, and logo, they usually get a dose 
of personal development as well. Often in the process, we 
transform people’s mindsets by helping to illuminate and 
reveal who they truly are. You can have the ideal brand, 
but it starts with you. It starts with your mindset. Do you 
believe it yourself? Does it feel true to you? You need to be 
aligned with your brand.
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I want you to wake up in the morning and know that you 
are aligned with your brand. I don’t want you to question it. 
When you wake in the morning, do you question whether 
you are human or not? I want you to just have a knowing 
that you are your brand.

I often talk to entrepreneurs who sheepishly ask me to look 
at their logo or another aspect of their brand. It’s evident 
that they are not proud of the brand that is supposed to 
represent their company. Sometimes they are embarrassed. 
When you know exactly who you are and who you are not, 
you show up as confident and proud of your brand. You’re 
not trying to be someone that you’re not, and you are not 
trying to be liked by everyone. If your goal is to be liked by 
everyone, you will inevitably suffer. Look at famous histor-
ical leaders for role models in this effort. Many were not 
concerned with being liked and stood for movements that 
were not popular with everyone. True confidence comes 
when you know that not everyone is going to agree with you, 
and you are OK with that. People with confidence naturally 
command attention and authority. They are an inspiration 
to others. We yearn for confidence because the underlying 
feeling is empowerment.

You can have a great logo, the best colors, and great messag-
ing. You can have the right website and all of the marketing 
tools you need to portray a perception in the marketplace. 
You can have all of the right branding tools in place, but if 
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the gap between who you say you are and who you actu-
ally are is wide, people will feel the disconnect created by 
your discomfort, just like they can see you wince when your 
shoes are too tight. You run the risk of hurting your cred-
ibility, compromising your brand, and compromising the 
degree to which people trust and respect you. At the end 
of the day, we do business with companies that we trust, 
like, and respect.

WHICH COMES FIRST: SALES, MARKETING, OR 
BRANDING?

If you’re still on the fence about branding and you think that 
all this “touchy-feely” and “emotional” stuff isn’t going to 
make a real difference in your business, keep reading. This 
section is especially for you.

I’ve heard it all before. I’ve had countless business owners 
tell me they don’t need branding to grow their business. 
One group of people will argue that they just need to make 
more sales. Another group will tout better marketing as the 
solution to growth. Branding does inform marketing, but 
they are separate strategies. Marketing (along with direct-
response, sales, advertising, social media, public relations) 
are designed to get our attention right now and elicit an 
immediate behavior. Branding, on the other hand, is not 
about grabbing your attention today. Instead, it’s about 
creating a perception over time. And, the reason I always 
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say that branding should come before marketing is because 
I often see companies use outlandish marketing tactics, 
gimmicks, and even neurolinguistic programming to trick 
people into buying from them. These tactics may generate 
revenue today, but they can tarnish a brand and negatively 
impact the overall customer lifetime value.

The beauty of entrepreneurs and small businesses is that 
they can be great at marrying branding and marketing to 
create unprecedented results. A lot of our clients under-
stand marketing, so when we dial in their brand, they 
optimize their marketing strategies and tactics which 
result in better conversions and faster results. They are not 
just throwing guesswork against the wall and seeing what 
works. They are able to confidently say, “This is who we are. 
This is what we stand for. Love us or hate us.” They take a 
proactive stance versus the reactive stance of marketing.

In short, we need marketing. It helps us make money. But 
you can make a lot more money and have a greater impact 
(while spending less on marketing and advertising) when 
you’re clear on your brand.

So, what should you focus on—sales, marketing, or brand-
ing? I believe you need ALL three. But, where people get it 
wrong is they have the wrong context for branding. What 
I mean is that some people see branding as something to 
do after they make sales or after they implement their mar-
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keting. That’s certainly one school of thought. And it has 
worked for many businesses in the past. But that doesn’t 
mean it will continue to work today or in the very near 
future.

I’d like to broaden your context for branding, by relating it 
back to your business growth. Presumably, you’re reading 
this branding book because that’s one of the things you 
want. I’d argue there are three broad ways to grow your 
business.

THE OLD SCHOOL APPROACH: A “SALES-LED” 
COMPANY

In this approach, the CEO treats salespeople as the lead-
ers who get all the glory, fame, and recognition. After all, 
they’re the ones knocking down doors, dealing with rejec-
tion, and tirelessly chasing prospects in order to convert 
them into clients or customers. In this model, the CEO’s 
underlying philosophy is to “sell, sell, sell”—and there-
fore, the business will grow. Historically, this approach has 
worked for many companies, but at its core there exists an 

“old school” mindset.

THE NEW SCHOOL APPROACH: A “MARKETING-LED” 
COMPANY

In this approach, it’s not just the salespeople who are 
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responsible for the success or revenue of the company. 
In fact, it’s now the marketing team who holds the purse 
strings. The marketing department gets more funding and 
attention. For a small business without an in-house market-
ing team, they turn to their marketing agency. They hand 
over thousands of dollars to help them qualify, target, and 
secure quality leads. In doing so, they help fill the pipeline 
for their sales team, supplying incoming leads for them to 
close. As you can see, this already seems a smarter way 
to grow your business. With this model, you’re leverag-
ing your time by focusing only on qualified leads. This 
approach works, and it’s why it’s considered the “new 
school” approach. It’s why there are countless marketing 
agencies and consultants.

THE FUTURE: A “BRAND-LED” COMPANY

In a brand-led company, it’s not just the burden of the 
sales or marketing teams to grow the business. Rather, 
the entire company, from the CEO to the receptionist, is 
unified and empowered around a singular Brand Purpose 
and Brand Promise (two concepts we’ll get into later). In 
addition, the company’s Brand Culture is now guided by 
a set of Brand Values that guide every behavior and set of 
actions that are “on-brand.” And, more importantly, each 
and every employee lives the brand by internalizing: “How 
can I deliver on the brand?” Then expressing the answer 
through daily actions.
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EVEN YOU KNOW IT’S TIME

There are obvious signs that a rebrand is in your future. 
If your company landscape has changed, for example, 
you may feel that is an obvious reason to rebrand. You 
might have a new mission or purpose. A shift in your most 
basic raison d’etre (“reason for being”) definitely merits 
a rebranding conversation. For example, if you’ve been 
providing services and now want to focus exclusively on 
products, a rebrand is in order. You may have had a public 
relations disaster—or an actual one—and you’re trying to 
distance yourself from it. In these cases, rebranding may 
help you achieve your goal. If you’ve managed to attract a 
new market—whether by choice or by accident—rebrand-
ing may make sense.

In the early 2000s, for example, Andersen Consulting split 
from its parent because its best clients wanted full consult-
ing services, not just accounting. It rebranded as Accenture 
to further distance itself from the accounting giant (Good 
thing, too, as Andersen collapsed over its ties to Enron.). 
You may have new needs from existing customers like the 
Canadian arm of Radio Shack. After being bought out in a 
consumer electronics deal, they initially rebranded as The 
Source by Circuit City. But when its new owner began to 
falter, it became simply The Source—a move couldn’t have 
had better timing. Circuits and radios are concepts from 
the past, and the new name suggests that no matter where 
electronics go in the future, The Source will be there to 
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provide the needed tech (And both Circuit City and Radio 
Shack are now distant memories).

If you have new competition, rebranding might be in order. 
For example, to say things were different in the 90s than 
they were in the 50s is an understatement. Throughout 
those decades, Kentucky Fried Chicken had the word 

“fried” right there in its name. However, in 1991, we saw 
the change to KFC in a move away from that F-word. Too 
many healthy restaurants were giving the chicken giant a 
run for its money—so the move made sense.

While it’s important to brand your business, don’t do it for the 
wrong reason. For example, if all you’ve changed about your 
company is the management group—and the same business 
problems you’ve always had continue—rebranding will never 
work. Branding or rebranding will not solve the problems 
that have yet to be addressed by the new management itself.

You may think that it’s time to consolidate all of your sub-
brands under one flagship brand, but this might not be 
necessary, particularly if they have each built up brand 
equity of their own. Department store Macy’s lost a stagger-
ing amount of brand equity when it moved to a “one-brand” 
policy and renamed iconic brands like Chicago’s Marshall 
Field’s and Memphis’s Goldsmith’s. Even at the time, the 
decision was seen as foolish; Macy’s seemed to have recov-
ered within the decade but is struggling once again.
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If you’ve identified that you’re having trouble connect-
ing with your market, is that a branding problem? Or is it 
because your marketing is appalling, your customer service 
is poor, or your services aren’t delivered well? You need to 
answer this question honestly. Be careful—not every issue 
is one that branding can solve.

Branding can dramatically increase sales, which is, of 
course, a great result. However, if your business doesn’t 
have the infrastructure to handle the increase in business, 
then branding can have a detrimental effect. A success-
ful brand will quickly deteriorate if customer satisfaction 
erodes. If you can’t handle the burden of increased fulfill-
ment, then branding will quickly do you more harm than 
good.

If you’re selling a commodity, great branding might not 
help. Commodities are items such as natural resources: 
sugar, steel, gasoline. Do you really care what brand your 
gas is, or do you simply care which station offers a lower 
price?

Finally, and this is a major one for entrepreneurs and small 
businesses, if you or your team are inadequate in the sales 
process, branding can’t help you solve your “sales” problem. 
While branding can “pre-sell” your products or services and 
help people want your product or service without a “hard 
sell,” there is no substitute for sales. If you are uncomfort-
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able with a sales conversation, or uncomfortable asking for 
money, then branding isn’t going to solve your problems. 
A great brand will get you more conversations and make 
these conversations easier, but it won’t ever replace sales 
as a necessary business activity.

PERSONAL BRANDING VERSUS COMPANY BRANDING

One of the top three questions I get asked is whether or 
not a business owner should build a Personal Brand or 
Company Brand. For several years, I’ve resisted the term 

“Personal Branding” because the advice that I’ve seen from 
self-proclaimed “Personal Branding Experts” was either 
poor and ineffective or simply recommendations to boost 
people’s egos without any consideration for whether the 
resulting image was authentic or not.

It’s a topic I have to address because even to this day, I am 
asked if I’m in the business of Personal Branding (since the 
word “People” is in my company name). In answer to this 
question, I explain that my company’s goal is to help com-
panies create a brand that people love—particularly their 
target customers or clients, ideal employees and strategic 
partners, and other stakeholders who engage with their 
brand. As such, our company focuses on building Company 
Brands (it just so happened that several of the companies 
I’ve branded have big personalities as the front-facing CEO 
or thought leader).
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It’s also a topic worth explaining because it’s a term the 
market has embraced. I’ve learned to embrace it as a disci-
pline because of two driving forces. First, social media has 
proven that Personal Brands can have a massive impact and 
influence in the marketplace—whether it’s in promoting a 
political agenda, kickstarting a social movement, or even 
endorsing a company’s product or service. Secondly, there 
are some legitimate Personal Branding experts with real-
world experience and strategic insights, plus methods for 
using Personal Branding to build businesses. I’ve gained 
appreciation and respect of Personal Branding, as a disci-
pline, because of them.

So, here’s my view on the differences between Personal 
Branding and Company Branding (in the context of busi-
ness building):

• Personal Branding involves creating a business, enter-
prise, or organization that is centered around a singular 
person (usually the founder or CEO, but not always). 
The personality or ethos of the front-facing person is 
what people buy into.

• Company Branding involves creating a business, 
enterprise, or organization that is centered around 
the collective group of people who are fulfilling on the 
same purpose and vision, and who share the same set 
of values, beliefs, and operating principles. In this case, 
the ethos of the Company Brand is what people buy into.
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As with every aspect of branding, there are pros and cons 
to building a Personal Brand over a Company Brand. For 
example, if you’re publishing a book or trying to get speak-
ing gigs, a Personal Brand can help you. If you’re a service 
provider with a unique set of experiences, skills, or wisdom, 
a Personal Brand can help you too. However, if you loathe 
the spotlight or your personal past experience could hurt 
the perception of the business overall, you may want to 
downplay your Personal Brand. Additionally, if you want 
to build and scale a business to sell it, building a Personal 
Brand is not the smartest move (it’s harder to sell a business 
based on a Personal Brand).

TO BRAND OR NOT TO BRAND?

If you’ve mastered your sales process and marketing cam-
paigns, but your business isn’t where you want it to be, or 
you’re not sure how to take your business growth to the next 
level, chances are you need to brand. When companies are 
looking to brand or rebrand, they frequently share one of 
these familiar phrases:

• “We don’t like our logo.”
• “Our website needs updating or is outdated.”
• “Our branding is inconsistent, from our website to our 

social media.”
• “We’re ashamed of our brand. We usually tell people 

not to judge us for our branding.”
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• “Our branding doesn’t accurately represent who we are 
or where we’re going.”

• “We can’t justify or command premium pricing.”
• “We’re not converting as well as we used to.”
• “We don’t have the right message. We’re not saying the 

right things.”
• “We don’t know how to articulate who we are in a con-

cise sentence or two.”

So, usually, there’s a frustration that the brand is not where 
it should be or the company has a strong desire to make 
the brand better. But I see these frustrations and desires 
as symptoms of a larger problem—a lack of authenticity in 
the brand. And similar to a holistic doctor that likes to get 
to the source of the disease, rather than a more traditional 
Western doctor that gives you medication to appease the 
symptoms, I don’t like to treat the symptoms. I like to get 
to the source of the problem. You see, there are countless 
companies who can design your logo, update your web-
site, or make your designs look better than they are today. 
I don’t stop there. I want you to get to the root of the prob-
lem. I want you to look at how the brand can become more 
authentic.

WHAT IS YOUR PROBLEM?

Every business and every brand should solve a problem 
for their client or customer. Branding can also solve your 
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problems as a business owner or marketing team. To para-
phrase Charles Kettering, the famed inventor and head 
of research for GM, a problem well-defined is a problem 
half-solved. Before you begin branding, let’s determine 
the problem (or problems) you’re trying to solve. With this 
end in mind, I always ask my clients, “why do you want to 
build a brand?” Sometimes, the answer is simply “because 
I don’t have one.”

Well, I’d argue that “not having a brand” isn’t a good 
enough reason to invest in branding—especially when 
you’re working with an agency. It’s like asking someone 
why you want children or why you want a puppy—and your 
answer is “because I don’t have one.” Just because you 
don’t have one doesn’t mean you should have one. I believe 
everyone can benefit from branding, but not everyone is 
ready for branding. Branding takes time. Branding is deep 
work. And, your brand is something you will continue to 
nurture and evolve over time.

To keep things real and tangible, ask yourself these two 
practical questions:

1. What is (are) the business problem(s) you’re looking to 
solve through branding?

2. What is (are) the brand problem(s) you’re trying to solve 
through branding?
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These questions represent opposite sides of the same coin. 
The truth is that business problems are branding problems. 
When executed properly, branding can solve many of your 
business problems. My intention is to provide you with the 
insights and tools to solve your branding problems.

Your branding problems can be solved by identifying 
where your brand lacks authenticity. Let me take you on a 
behind-the-scenes journey to learn how some companies 
transformed their brands from embarrassingly inauthentic 
to unapologetically authentic.
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C H A P T E R  T W O

The Case for 
Authentic Brands

YOU’RE SELLING UP MARKET, BUT YOUR BRAND IS 
DOWN MARKET

Several years ago, I met the head of a high-end consult-
ing company at a business event we were both sponsoring. 
I’d heard of him, as we had mutual friends and clients, so 
I genuinely wanted to learn more about his company. I 
approached his booth, introduced myself, and said, “Hey, 
tell me about the company and how it works.”

I stood there for several minutes and listened to his pitch. 
It sounded like a great service, something that I could 
even use myself. But something felt off, and at first glance, 
I couldn’t quite figure out what it was. When he was done, 
I said, “That sounds cool. Thank you.” Instead of asking 
for more information, I said my goodbyes and turned to 
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walk to the next company’s display. Before I could take two 
steps, he stopped me.

“Wait! Before you go. Can I please ask you a question? 
You’re our ideal target audience. I’m curious why you didn’t 
go for our service?” he asked.

Since he asked, I felt obliged to give him my feedback. I 
paused and scanned the poorly assembled branding show-
cased in his trade show booth. The clip art images on his 
marketing collateral seemed to be mass-produced by a junior 
graphics production artist (at best). I looked back at him and 
pegged his rumpled T-shirt and blue jeans as brands from 
either TJ Maxx or H&M. Even from a few feet away, I could 
see the service price list and this company’s service was five 
times that of its closest competitor. Verbally he had shared 
that his service would result in a state-of-the-art high-quality 
deliverable, but the rest of his brand left me with doubts.

I replied, “Well, you’re selling ‘up market,’ but your brand 
is ‘down market.’” I had heard that this particular person 
loved brutal honesty, so telling him my unfiltered thoughts 
would be received as a gift.

And, it hit him like a ton of bricks. He understood 
immediately.

His company’s message was clear, but his branding was off 



t H E  c A S E  F o r  A u t H E n t I c  B r A n d S  ·  53

base. It was inauthentic. He and his branding didn’t “look 
the part,” especially for someone like me. And, since I was 
the ideal target audience, I explained that I wouldn’t hire 
his company, based on his branding. Because my brand was 
important to me, I hire other brands that align with mine. 
I’m looking for “sophisticated and premium,” not cheap 
and mass market.

The moral of the story is that when a brand is inauthentic, 
people consciously or subconsciously hesitate to buy. And 
unless you work exceedingly hard to convince them oth-
erwise, those people generally won’t buy in the long run.

That said, I always tell people that authenticity can’t be 
bought. I can’t make a company authentic. I can, however, 
show a company how to be more authentic.

HOW MUCH SHOULD YOU SPEND ON MARKETING 
VERSUS BRANDING?

To answer the question of marketing spend versus brand-
ing spend, I invite you to understand a common term that’s 
used at the big brand consultancies—it’s called Brand Value. 
Interbrand, one of the pioneers in measuring Brand Value, 
defines it as “the Net Present Value (NPV) or today’s value of 
the earnings the brand is expected to generate in the future.”

This valuation approach is borrowed from the same cor-
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porate theory and practice of how business and financial 
assets are valued. Without going into too much detail, there 
are three key elements to this complex formula: financial 
forecasting, role of branding, and brand strength.

According to Forbes, Microsoft and Apple both have high 
Brand Value. You could probably guess that Apple has a 
higher Brand Value. The story gets interesting when we 
find out that their ad spend, as a percentage of their total 
Brand Value, is relatively low. It gets even more interesting 
when we discover just how low it is for each company, with 
Microsoft at 2.5 percent and Apple 1.1 percent. Apple spends 
1.1 percent to get almost double the Brand Value.5

The takeaway of this story is this: When you invest in build-
ing a brand, you maximize your marketing spend, because 
your brand continues to do the work for you, even after 
your marketing campaigns are completed. Not only will you 
improve the efficacy of your marketing efforts, but you may 
end up spending less on your marketing efforts than your 
competitors without a brand or who have a weaker brand.

But, here’s the deal. You still need to spend money on 
marketing. To properly answer the question of how much 
to spend between marketing and branding, I recommend 
establishing a few guidelines.

5 Jason Green and Mark Henneman, Optimizing Growth: Predictable and Profitable Strategies to 

Understand Demand and Outsmart Your Competitors (New Jersey: John Wiley & Sons, 2018), 133.
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First, commit to creating a budget, with a percentage of 
revenue allocated for branding and marketing individually. 
Depending on your access to capital, growth trajectory, and 
risk tolerance, these percentages may vary. From experi-
ence, I generally see a range of 5-7 percent for branding and 
20-50 percent for marketing. For example:

• $1,000,000 revenue
• Five percent of revenue = $50,000 branding budget
• Twenty percent of revenue = $200,000 marketing 

budget

Second, adjust those percentages and budget, based on 
the strength of your brand and the stage of your business. 
Following is a chart for illustrative purposes to help you 
plan your budget.

Brand 
Strength

Business 
Stage

Branding 
Budget

% of 
Revenue

Marketing 
Budget

% of 
Revenue

Nonexistent Starting Low 5% Low 20%

Average Growing High 7% High 40%

Strong Scaling Low 5% High 50%

Average Stabilizing Average 6% Low 20%

Our Apple and Microsoft example shows that the invest-
ment in branding can be quantified, and the budgeting 
chart suggests how you can fund this type of result for your 
business. Your branding and marketing spend should be 
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tailored to your current brand strength and your present 
business stage. My suggested percentages assume that 
you’re looking to invest in branding to improve the per-
formance of your business and amplify your company’s 
marketing and sales efforts.

BRAND AUTHENTICITY: THE METRIC FOR SUCCESS

Now that we got logistics and economics out of the way, 
I’d like to redefine how to measure the success of a brand.

This may be a hard conversation for some of you. Why? 
Because many marketing agencies and business experts 
have taught the masses to believe that a “successful” brand 
is defined in terms of likes, followers…or even top-line sales.

I believe that the success of your brand has nothing to do with 
any of these. Likes and followers may make you feel good, 
but whether you’re building a legacy business or scaling a 
business to sell, they don’t truly matter in the long run. Don’t 
misunderstand me. You need marketing. You need the tactics 
that build an audience and help you acquire leads. And, you 
need to make sales if you want to be in business.

But, while marketing helps you eat, branding helps you 
sleep.

The businesses that get it right treat their brand as an 
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investment. Too many entrepreneurs and business owners 
are just out to make a buck, regardless of whether their 
products or services actually make an impact on people. 
They’re looking for overnight success but are unwilling to 
do the work to create value in the marketplace. It happens 
all too often and it’s a shame.

The real secret to building a successful brand is authenticity.

The authenticity of your brand is far more important than 
a one-time customer or client. Because we buy—and will 
continue to buy—from brands that earn our respect and 
trust because they’re genuine and real. We buy from brands 
that don’t manipulate us or trick us into purchasing some-
thing we don’t need or want. We buy from brands that 
actually solve our problems. And more and more, we buy 
from brands that make our lives just a little better…some-
times even transforming them.

Now that you understand the impact of an authentic brand, 
the budgeting logistics, and how to measure your brand’s 
success, we need to address the critical precursor to brand-
ing success—your mindset.

A solid brand will take your company to new heights. How-
ever, you’ll get the most bang for your buck from your 
branding budget when you don’t underestimate the impor-
tance of having an empowering mindset.
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C H A P T E R  T H R E E

Building an 
Empowering 
Branding Mindset

“I WANT X, BUT Y”

The way I looked at goals changed when I attended my first 
Landmark Education event. At the time, I was in my twen-
ties in a full-time, salaried position in a different industry in 
which I was successful, but unfulfilled and unchallenged. I 
knew that I needed to get out of the job I was in and move 
on, but I felt stuck. I couldn’t take the steps needed to find 
a new position because I was held back by fear. One of the 
most powerful thought tools I learned at the event to break 
through this fear mentality was “I want X, but Y.”

Here’s how it works: Fill in “X” with what you want and “Y” 
with the excuse you’re using for not getting “X.” When I 
was taught this process, I thought, “Cool, I like games. I’ll 
play.”
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So, I replaced “X” with “to quit my job” and replaced “Y” 
with “I don’t have another job lined up.” Strung together, 
the statement read: “I want to quit my job, but I don’t have 
another job lined up.” I wasn’t an entrepreneur at the time 
and had only ever worked for someone else, so my belief 
system told me that I needed to have a job, because how 
else was I going to pay my rent, cover my car payment, pay 
for clothes, and afford entertainment? Clearly, I was in the 

“employee” mindset at the time.

The next step in using this tool is to ask, “What does ‘Y’ 
mean to me?” In this case, my question was, “What does not 
having another job lined up mean to me?” In other words, 
what is the story or meaning I am giving it? I answered 
the question by saying, “Well, I wouldn’t be able to sur-
vive because I wouldn’t be able to pay my bills. I wouldn’t 
be able to do the things that I enjoy because they require 
money. I would be perceived as a failure or irresponsible.” 
I continued to drill down these thoughts until I came up 
with the true “Y.” Deep down, I felt that I would not be in 
control of my life. So, I rephrased the formula, replacing the 

“X” and “Y”, and wrote, “I want to quit my job, but I would 
lose control of my life.”

Huh? What was I talking about?

When I reread that statement, I realized how ridiculous 
it was. I didn’t choose to venture out on my own at this 
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time, but if I had, I’d actually be taking control of my life. I 
wouldn’t be relying on a company to remain stable in order 
to pay my salary each month. Instead, I would be relying on 
my own creativity, ingenuity, and skills to generate income 
each month. Ultimately that change would put me in legit-
imate control rather than false perceived control. Even if 
I chose to look for a new position, I would be in control 
because I would choose which job to accept. Either way, I 
would give myself even more control and autonomy.

This reframing and realization was a game-changer for me. 
I had deluded myself into not quitting my job because I 
falsely believed that I would be out of control when the 
result would actually be quite the opposite.

The very next day, I put in my two weeks’ notice. It felt great 
to resign with dignity and integrity. I made it very clear that 
I would be changing industries and that I had no desire to 
go after the company’s clients. Leaving in good standing 
allowed me to retain my relationship with the company and 
my former clients, and even lead to a high-level position 
with one of the company’s clients later down the road. This 
new role serendipitously led me into the branding industry. 
I was asked to head up a Brand Culture division at a bou-
tique brand consulting firm in New York City.

Ultimately this next role really put me in control of my own 
life. I landed a big account for my new firm, and within 
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months of resigning from the other company, I was in a new 
field, consulting with an international biosciences company, 
and traveling all across Europe and South America. And, 
even during an economic recession, I was making more 
money than my previous salaried position. Imagine if I had 
let my false belief keep me in the old position where I wasn’t 
going anywhere?

We’ve all been there. Anyone who has tried to lose weight 
catches themselves thinking, “it might work for others, but 
it won’t work for me.” It can be difficult to look at a pro-
cess and imagine the end result. Even as entrepreneurs and 
small business owners, we allow our false beliefs to hold us 
back (often in regard to the challenges that will make the 
biggest difference for our companies) from committing to 
branding. Ironically, the very reasons a company resists 
branding, are often the very reasons that they need it. They 
may think they don’t want to spend money on branding, but 
little do they know that an initial investment will translate 
into a greater profit down the road. They may not want to 
take the time to brand, but ultimately, branding will save 
them time and energy in the long run. When companies 
invest time and money in branding, they see savings in their 
marketing budget, their sales budget, and multiple places 
throughout their company.

That said, I get it. Branding is abstract. It’s not within your 
comfort zone. I understand that it might feel scary or intim-
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idating to embark upon. I want you to know that I’ve heard 
it all before, and you’re not alone. In my experience, there 
are usually five reasons that companies don’t invest in 
branding. All of these reasons are mindset-related. Over-
coming these barriers requires a complete mindset shift 
before you can truly experience the full power of branding.

Let’s unpack all five mindset shifts.

MINDSET SHIFT #1: BRANDING IS INTANGIBLE, BUT 
ITS BENEFITS ARE TANGIBLE

As mentioned previously, many companies don’t take 
advantage of branding because they don’t understand what 
a brand is. I think companies fall into one of two camps. 
It may seem obvious, but either the company is aware of 
branding and its power, or it doesn’t know about or under-
stand branding at all.

The first camp includes companies that don’t realize 
branding is its own business practice. If they hear the word 

“branding,” they assume it is synonymous with marketing. 
Usually, these companies are smaller and have been around 
for years.

Most entrepreneurs fall into the second camp. The word 
“brand” comes up frequently in entrepreneurial conver-
sations, and branding is a popular topic in the blogs and 
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publications entrepreneurs read. The correct definition still 
eludes this camp sometimes. These entrepreneurs know 
that they need branding, but they don’t know why. They 
don’t know how it can benefit their company, and they don’t 
know how to start the process.

These companies need to learn about the tangible benefits 
of branding. Understanding the tangible benefits gives a 
company a goal and a target outcome.

As evidenced in big brands and from many of my clients 
over the years, branding helps companies create a unique 
perception in people’s minds, and emotional connection 
with their target audiences, and impacts the company’s 
bottom line. More explicitly, branding helps them make 
more money—either by attracting more qualified clients 
or by allowing them to increase their fees, consequently 
improving their profitability. Branding also helps them 
increase their conversion rates. Finally, branding exposes 
clients to new opportunities, whether a media interview, 
joint business venture, or even a strategic alliance.

In short, when you go through the branding process, it has a 
tangible impact on your bottom line, which is what business 
owners are looking for.
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MINDSET SHIFT #2: BRANDING IS A REVENUE-
GENERATING INVESTMENT, NOT A LIABILITY COST

Companies are often reluctant to commit funds for brand-
ing because they don’t place importance on branding. 
When you look at where your company is currently spend-
ing money, you can see what is considered important or 
a company priority. The choice not to allocate money to 
branding is rarely driven by a true lack of funds. If brand-
ing were considered important, you would find a way to 
allocate money for it. Just think, if you developed a life-
threatening disease, you would figure out how to cover 
the expensive medical treatment required. Or if a loved 
one were kidnapped, and a demand came for twenty thou-
sand dollars to be paid tomorrow, you can’t tell me that you 
wouldn’t come up with the money. You would find a way 
because your health and your loved one are important to 
you. Branding isn’t a matter of life or death, but it is a key 
element to your company’s success.

That said, building on Mindset Shift #1, in which branding 
has a direct correlation to tangible benefits, Mindset #2 is 
about relating to branding as an investment into your future, 
not a cost or expense. Every year, I recommend that you 
allocate a set budget to invest in building your brand—the 
same as you would for your marketing, advertising, and 
sales needs. Investment in branding is an investment in 
your company’s future health.
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MINDSET SHIFT #3: BRANDING HAPPENS OVER 
TIME, NOT OVERNIGHT

When it comes to time, the mindset issues are similar to 
money. Often companies don’t make the time because they 
don’t understand the importance of branding. They are 
not planning ahead and end up with a reactive approach to 
branding. They only pay attention to their brand when they 
need to respond to problems such as a publicity nightmare, 
low sales, declining conversions, or even a hacked website. 
Problems come later when they think, “Let’s work on our 
brand.” Unfortunately, there is no line item for this work in 
the budget, and the time has not been allocated. They have 
not thought, “Every year we need to spend ‘X’ amount of 
time on building our brand.”

Most companies don’t know how long branding takes. The 
truth is that branding isn’t a “one and done” type of activ-
ity. Branding does not create an “overnight sensation.” As 
the saying goes, “Rome wasn’t built in a day.” Similarly, a 
brand is not built overnight. And it certainly isn’t built just 
because you have a logo. When you embark on branding, 
it’s a long-term investment. It is a lifestyle choice because 
it influences all future decisions.

I think it’s also important to properly address the question 
of “how much time to allocate” to branding. The answer 
lies with your priorities. Identify which part of your business 
needs the most help, and this will point to which aspect of 
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branding you could most benefit from. Personally, I believe 
all facets of branding are important, but some aspects are 
not as time sensitive as others. For example, you might find 
that your messaging may be more important than updating 
your logo or social media pages in order to increase sales 
right now. Or, you might find that your website needs a 
revamp because most of your business is conducted online 
and your marketing efforts are negatively impacted. The 
solution to the question of time is identifying and working 
on the top priorities now and being prepared to work on 
the others over time.

MINDSET SHIFT #4: THE INTANGIBLE BENEFITS OF 
BRANDING EXCEED THE TANGIBLE BENEFITS

In the twentieth century, Paul Ekman identified six basic 
emotions (anger, disgust, fear, happiness, sadness, and 
surprise) and Robert Plutchik identified eight, which he 
grouped into four pairs of polar opposites (joy-sadness, 
anger-fear, trust-distrust, surprise-anticipation).6 It has 
been said that these basic emotions are innate and univer-
sal, automatic, and fast. They trigger behavior that achieves 
a high survival value.

When we think about branding in relation to this school of 
psychology, we see two distinct parallels. The first one is 

6 https://www.google.com/amp/s/www.psychologytoday.com/us/blog/hide-and-seek/201601/

what-are-basic-emotions%3famp.
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that branding is a “survival mechanism” for a business—
branding helps a business survive in a competitive business 
landscape. Most companies engage a branding agency 
because they are in crisis mode. They’re reacting to some-
thing that isn’t working in their business—perhaps their 
revenue is low, or their reputation is being threatened. The 
second parallel is a bit more intangible. Whenever a com-
pany goes through a comprehensive and thorough branding 
process, their entire energetic and emotional state trans-
forms. The company’s employees become happier, more 
excited, more confident, and prouder of their business than 
ever before. I’ve never met anyone whose new brand put 
them in an emotional state of fear, anxiety, anger, or hatred.

One of the biggest mindset shifts is a realization that 
the intangible benefits far exceed the tangible benefits—
because ultimately, they also become the driving force 
behind the tangible benefits. Think of it this way: We all 
know that money itself doesn’t make us happy (if you think 
it does, you might be fooling yourself ). But what makes us 
happy are all the things we’re able to do as a result of having 
money—whether it’s creating the experiences we want to 
have, supporting the important people in our lives, and 
improving (or even transforming) the way we live our lives.

When your brand empowers you with more confidence, 
pride, and happiness, don’t you think you will show up dif-
ferently when talking with prospects or clients? I don’t just 
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think so, I’ve witnessed it. And this heightened energetic 
state attracts more clients and customers, more revenue, 
and more opportunities.

Furthermore, consistent with Abraham Maslow’s hierar-
chy of needs, I’ve found that my clients appreciate their 
brand for reasons beyond survival or security needs. Rather, 
their brand elevates their status. They gain more respect, 
recognition, and self-actualization. If a founder has built 
a company hoping that it will bring personal happiness 
through respect and recognition, an authentic brand will 
ultimately bring this happiness into his or her life.

MINDSET SHIFT #5: BRANDING ONLY WORKS WHEN 
YOU TRUST THE PROCESS

Trust is the most important mindset shift of the five. The 
most serious problem related to trust happens when the 
company doesn’t trust the agency, designer, or branding 
professional that they have hired. Obviously, if you don’t 
trust an agency, you shouldn’t hire them, but it can be more 
complicated than that. Many companies do not know what 
to look for in a trusted branding partner. They might hire a 
branding partner only to realize halfway through the project 
that they aren’t delivering as they promised.

Often, the founder or employees involved in the branding 
work don’t trust that the process will work because it seems 
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so abstract. While the process is deep and holistic, it is not 
as predictable as knowing that “if we do ‘this,’ then we get 
‘that.’”

When you are baking, you add various ingredients together 
that might actually taste terrible on their own. The com-
bination of thoroughly mixing these ingredients and the 
addition of both heat and time results in a cake. Seeing the 
individual raw ingredients on the kitchen counter doesn’t 
instill trust that the result will be something edible or 
even delicious. Branding is even less linear than baking, 
and people trust best when they see a linear progression. 
It is true, however, that if you engage in branding, you see 
better results in your marketing, sales, and internal com-
pany culture. The results just don’t appear as the outcome 
of a simple A + B = C equation.

Companies might not trust that branding will work for their 
business, as if their company is unique and different, and 
they don’t need it. Just like with weight loss, you might 
assume that the particular needs and idiosyncrasies of your 
company won’t allow branding to work for you. Companies 
get so caught up in their own internal problems that they 
can’t imagine there is such a straight-forward solution out 
there.

Branding deals with the realm of perception, and people 
often don’t trust what they can’t see. While you can’t see 
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perception, it is still very real. People have perceptions all 
day long. Branding just brings what is in the subconscious 
into the conscious. People don’t trust it because they can’t 
see it or touch it.

I have plenty of examples to share with you of brands that 
pull their weight and really support their companies. Unfor-
tunately, you’re probably all too familiar with those brands 
that don’t serve their companies because you’ve been on 
the receiving end of their misalignment. Usually it becomes 
real for you when something in the business isn’t working, 
or it’s not working as well as you’d like it to and you can’t 
put your finger on the source of the problem.

Let’s look at the top five branding problems that I’ve seen 
over the past decade. More accurately, these are areas 
where your brand is “inauthentic.” Inauthenticity is the 
true root of the problem.


